ABSTRACT: In the dynamics of the worldwide contemporary challenges in which companies function, alongside with the impact of phenomena such as globalisation and workforce mobility, an important factor which lead to an organisational long term success could be "the branding process". As the brand is a central element of any marketing strategy it is essential to be aware of its influence on the strategic planning. The current paper presents a research results from a bibliographic investigation, with the target of clarifying the influence of the brand equity, in defining elements of sustainable success according with ISO 9004 standard. The competitive potential of any company is influenced by the brands held in the company's portfolio. Brands are definitely valuable managing.
INTRODUCTION
The current social and economic environment characterized by a strong global competition face organizations with new challenges in order to ensure a competitive advantage, and sustainable success.
Ones of the most important elements that define the success of an enterprise: profitability, customer approach, market share, all of these are based on the element that has become the critical factor of this decade-processes' performance: the brand.
Process approach of the organization took such a scale due to the importance of understanding how a situation develops and evolves in order to make a change in organization to be effective and lead to the desired result (Smith, Ralph; 2007) . A successful organization, in current economic environment, is an organization that not only understand how to identify and correct his processes, but at the same time is able to use processes strengths and opportunities in order to obtain strategic advantages.
Many specialists (Kotler, 2011; Kotter, 2003; Doyle, 1998) , have shown that one of the directions that management must act to ensure a better position on the market is building a brand.
A brand can offer additional value to clients through the information that they receive, minimizing the risk in purchasing decisions due to the addition of recognition, and provide an overview of what the product and company are. Kotler (2011) shows that, if a product could be imitated in simple way, is not the same thing with a brand that allows differentiation of goods and services. Brand differentiation can be made on a strong market-based performance.
All organization' processes: operational, management, support, lies in a value-creating interaction, ensuring leads to the development of the organization. Kotler (2011) stipulates that the process of brand building cannot be regarded as a component of the marketing process. Kotler considers that "a brand is reflected in everything the company does, a holistic approach to brand enforces strategic perspective.
The brand has direct implications in all business processes, both influenced and being influenced by them, contributing together to create value. Both of academic specialists and professionals consider that the brand has become an intangible capital of a company, a strategic asset that ensures long-term profitability.
Another important aspect to be mentioned is brand influence on stakeholders. In a globalized economy, brand breaks the barriers of space enabling the company to have great visibility far beyond its reach.
Therefore, more and more managers have turned to brand, giving it a strategic importance because it creates long-term assets that allow growth and maintain competitive advantage. It is obviously the major role played by branding in the success of an organization.
BRAND AND BRAND EQUITY
According with the specialists (Keller, 2006 , Kotler and Pfoertsch, 2011 , Aaker, 1991 etc.) we can concluded that brand represents the sum of all tangible and intangible attributes of a product plus the associations that company's marketing activities would bring to it, in the communication process, consumer information regarding all of this activities, consumer perception and, last but not least, the company's image and value ( Fig.1 ).
For consumers, both industries and individuals -the brand is one that provides some important information such as manufacturer's identification, product quality, reduce the risk of unwanted purchases, reducing search time, etc.
For producers serves as a means of products identification thus simplifying the procedures for distribution, storage, product inventory, enables the company's accounting records, can provide legal protection for its unique attribute that we sell. Brand provides great value to the product which caused him to be regarded as an intangible strategic capital firm that provides competitive advantage.
David Aaker (1991) defines brand equity as "a set of brand assets and liabilities linked to a brand, its name and symbol that add to or subtract from the value provided by a product or a service to a firm and/or to that firm's customers".
The researcher modeled the brand's equity based on five dimensions: brand loyalty, the degree of knowledge of the brand, quality brand perception, brand associations, other assets belonging to the brand.
Figure 1. Brand and it relationship with consumers and manufacturers
Raj Sivastava researcher at the University of Texas defines brand equity as the sum of brand value and brand strengths. Brand strength is the set of associations and behaviours on the part of a brand's customers, the channel members and the parent corporation that permits the brand to enjoy sustainable and differentiated competitive advantages. Brand value is the financial outcome of management's ability to leverage brand strength via tactical and strategic action in providing superior current and future profits and lowered risks.
In the literature we can found several metrics that describe the evolution of brand equity and are structured in terms of consumer side, in few categories as it show in Table 1 
BRAND EQUITY--FINANCIAL BASED AS A INFLUENCE FACTOR FOR SUSTAINABLE SUCCES
To ensure company's long term success, although it is considered a strategic asset, the brand must be continuously improved. Scientists have developed various methods to improve the brand value that take into account: customer satisfaction (Doyle, 1994), customer relationship (Keller, 1993 (Keller, , 2003 , a market research conducted among a certain segment of consumers which measures confidence and their attitude towards the brand, analysing demand elasticity changes depending on the price (Moran, 1978).
It can be consider that improving brand equity is a very complex process, dynamic which can be measure quantitatively through actions on three areas: consumer, financial, marketing (Fig.2) . In this paper we will present the brand equityfinancial based influence for sustainable success. VP represents total market financial value, and it can be calculated with:
Where:
• Vi associated sales for the brand i, and i cover all brands acting in considered market.
CPv represents the market share associated with the brand and it can be calculated by divide total sales of the brand with total value of the market:
Cp v = (V,)/(Vp,) [%],
Where VB is the total value of the brand B sales. It can be calculated with:
VB = P x Q,
• P represents the price of sales for the product and Q is the brand quantitative sales.
• MCPi -marketing budget share -represent brand's marketing budget divides by the sum of all brand's marketing budgets (active brands in the market):
Where Pn is the net profit value and it is defined as the difference between the company's revenue and total expenditure and taxes. It is expressed by the formula:
Pn = R -C -Cm -Co -I,
• R is revenue, • C is the cost of realization of assets sold, • Cm is the marketing costs • Co is operating costs.
• I represents taxes.
Pb -value of gross profit-is defined as the difference between the company's revenue and production costs. It is expressed by the formula:
Pb = R -C,
• R is revenue • C are the costs for carrying goods sold All this factors described above are factors of influence in increasing brand equity. Keller (2005) posted that from a financial market's point of view, brands are assets that, like plant and equipment, can be bought and sold.
Presumably the price of a brand reflects expectations about the discounted value of future cash flows. In the absence of a market transaction, it can be estimated, albeit with great difficulty (Ambler and Barwise 1998, and Feldwich, 1996) , from the cost needed to established a brand with equivalent strength or as a residual in the model of the value of a firm 's assets (Simon and Sullivan, 1993) .
For measure brand equity -financial based a method uses the component of market value unexplained by financial assets and results. Tobin's Q represent the market value of assets divided by their replacement value as estimated by the book is considerate a proxy of the brand equity. Aaker and Jacobson (1994) using EquiTrend's find that change in quality (they have proxy perceived quality with brand equity) and thus equity had a significant effect over than above that change in Return of Investment (ROI).
Organizations who experienced the larger gains in brand equity saw their stock return average 30%; conversely, companies with largest loss in brand equity saw stock return average a (Keller, 2005) . Another study, from Aaker and Jacobson (2001) , reveals that changes in brand attitude were associated with stock returns and led accounting financial performance. Awareness not translated into positive attitude did little to the stock price.
Kerin and Sethuraman (1998) have determined the link between brand value and stock value. Rao (2004) reveals in a study that a corporate branding strategy produced higher average return than a multi-brand strategy (Keller, 2005) .
Sustainable management for the success of an organization, due to SR EN ISO 9004: 2010, should adopt an approach based on quality management. Organization must develop quality management system to ensure:
• Efficient use of resources • Making decisions based on concrete evidence • Focus on customer satisfaction and expectations as well as other stakeholders
Focus on customer satisfaction and their needs is one way of increasing brand equity.
The standard specifies the following actions necessary for sustainable success management:
• Long term planning perspective • Constant monitoring and periodic review of the environmental organization • Identify all stakeholders, assess their potential impacts on organizational performance and determine how to meet their needs and expectations • To anticipate future resource needs • Establish appropriate processes to achieve organization strategy • Periodically evaluate compliance with current plans and procedures • Establish and maintain processes for innovation and continuous improvement
An increase brand equity is primarily awareness, loyalty to the brand which translates into trust from consumers. Just to maintain and increase this element is a way to identify and satisfied all customer requirements, condition for achieving sustainable success.
Maintaining a growing brand equity involves on going assessment of plans and strategies, an analysis of internal and external organization environment to obtain components of sustainable success.
CONCLUSIONS
Evaluation of a branding process focuses primarily on measuring the three directions of brand equity: customer, market, financial.
They presented the main indicators that should be considered in evaluating brand value in financial terms. Measurement results indicate both a competitive brand position, market position, especially as its location for company customers: consumers, distributors, shareholders of the company..
Brand equity, the growth of this capital is an important step for any organization in orientation to achieve competitive advantage and sustainable success.
